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TOURIST VACATION PREFERENCES:
THE CASE OF MASS TOURISTS TO CRETE
KONSTANTINOS ANDRIOTIS, GEORGE AGIOMIRGIANAKIS, and ATHANASIOS MIHIOTIS
Hellenic Open University, Greece
Tourists during their vacations participate in a variety of activities. These activities range from
active to passive ones and they may depend on various factors, including travel arrangement and
sociodemographic characteristics. The aim of this article is to provide guidelines to Cretan destina-
tion managers for supplying well diversified tourist products that could satisfy particular require-
ments of tourists by examining tourist vacation preferences and identifying whether certain factors
can influence tourists’ preferences. The findings suggest that tourists visiting Crete prefer passive
activities, and that the three main factors that influence tourists’ activities are nationality, age, and
season of visit. Despite the limitations of the study, it is evident that various policies are required
by Cretan destination managers in order to provide activities directed to satisfy tourists’ demand.
These policies are discussed in relation to Crete’s brand identity.
Key words: Activities; Preferences; Mass; Alternative tourism; Policy-making; Crete
Introduction
Leisure is frequently translated and manifested
in the form of travel and tourism (Haywood et al.,
1995). As a result, travel and tourism today repre-
sents a significant leisure activity, since visitors
while on vacation engage in particular activities
that attain the beneficial psychological experience
of a sense of freedom from constraint, enjoyment
of the current activity, and personal control (Ven-
katesh, 2006, p. 92). Typically, tourists derive
benefits from participation in activities, since ac-
tivities usually provide novelty or change to daily
routines, relief from stress, and the possibility of
escape from personal problems and/or difficulties.
Address correspondence to Dr. Konstantinos Andriotis, Ionias Street 14, 713 05 Heraklion, Crete, Greece. Tel.: +30 6944447035;
E-mail: andriotis@eap.gr
1
In other words, activities provide to their users op-
portunities for certain physical, mental, and psy-
chological rewards (Ross & Iso-Ahola, 1991), and
therefore play a vital role in tourists’ overall satis-
faction (Euthimiadou, 2001). On the other hand,
people often want to engage in leisure activities
mainly for social contact (Ross & Iso-Ahola,
1991). However, activities are not the same for
each individual. For example, one tourist may con-
sider environmental-friendly activities important,
while another may value more nightlife and recre-
ation activities. In addition, activities undertaken
during a vacation period may vary among differ-
ent travel arrangements and various cultural and
sociodemographic characteristics.
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Although there is extensive research on tourist
behavior in the case of a mass tourism destination,
the majority of these studies are focused either on
tourist motivation (Bogari, Crowther, & Marr,
2004; Correia & Crouch, 2004; Crompton, 1979;
Dann, 1981; Kozak, 2002), tourist satisfaction
(Akama, & Kieti, 2003; Dunn & Iso-Ahola, 1991;
Fallon & Schofield, 2004; Kozak, 2001; 2003;
Kozak & Rimmington, 2000; Tribe & Snaith,
1998), or on the economic, environmental, and so-
ciocultural impacts of mass tourism to the host
communities (Flognfeldt, 1999; Murphy & Wil-
liams, 1999; Stoeckl, Greiner, & Mayyocchi,
2006; Taylor, Fletcher, & Clabaugh, 1993). As a
result, it is not yet well documented whether mass
tourists prefer activities other than those associ-
ated with the 4S offerings (sun, sea, sand, and
sex). If more detailed information could be avail-
able on the preferences of tourists, it would be
possible for destination managers to anticipate bet-
ter development trends and supply well diversified
products that could satisfy certain requirements of
tourists. This implies that more research is re-
quired on understanding how tourists act in mass
destinations, in an effort to make the most effi-
cient use of tourism resources and facilities and
provide guidelines for future recreational, leisure,
and infrastructural investments. In addition, the
match or mismatch of tourists’ preferences will
make it possible to consider how contemporary or
relevant the brand is of a destination to current
visitors’ expectations.
This article comes to supplement previous liter-
ature focusing on tourist vacation preferences for
the island of Crete, a Greek mass island tourism
destination, and aims at providing guidelines to
Cretan destination managers for supplying well di-
versified tourist products that could satisfy partic-
ular requirements of tourists by examining tourist
vacation preferences and identifying whether cer-
tain trip arrangement and sociodemographic char-
acteristics can influence tourists’ preferences. The
article is organized in five sections. In section one,
past research on tourist vacation preferences is
presented. Section two analyzes the tourism indus-
try in Crete, while section three presents the meth-
odology adopted in this article. Section four pre-
sents the findings of the study, and the final
section provides the policy implications and the
conclusions of the study.
Tourist Vacation Preferences
Naturally, a wide range of activities can be un-
dertaken by vacationers. According to Weaver
(2001), a comprehensive classification can be
made by activity type (e.g., shopping, surfing,
bird-watching, cycling, etc.). On the other hand,
the spectrum of activities can be classified on
whether a tourist activity is an active or a passive
one. Active tourists can be considered those who
would travel to destinations for the main purpose
of participating in various types of activities, while
passive ones are those who consider participation
in activities, other than those related to the 4Ss, as
one negligible element of their trip. However,
when mass travelers arrive to a self-contained re-
sort, only a limited amount of travel occurs to ar-
eas outside the resort (Hills & Lundgren, 1977).
As vividly illustrated by Macleod (1997), a typical
day of passive tourists on Canary Island consists of:
a large and leisurely breakfast: coffee, cereal,
bread, eggs and fruit, eaten on the terrace, fol-
lowed by a midday stroll to the beach. Once on
the beach the tourists made their own entertain-
ment and were happy to do so. Most read books,
listened to music or juggled on the beach and oc-
casionally went for a swim, or, more daringly,
body-surfed. Home-made snacks (banana and
chocolate pancakes, vegetable omeletes, etc.) were
purchased from beach vendors who were them-
selves tourists or short-term settlers. The after-
noon on the beach was followed by a rest at the
apartment, preparation for the evening activities,
a cooked meal and a visit to the bars. (pp. 133–134)
Only a small number of studies have followed
a comparative approach of tourist vacation prefer-
ences. Among these studies, Plog (1974, p. 57)
categorized tourists into “psychocentrics,” who
prefer relaxed “sun n’ fun” destinations, and “allo-
centrics,” who prefer to discover “strange cul-
tures” in “non-mass” tourism destinations. In an
attempt to enhance Plog’s theory, Nickerson and
Ellis (1991) tried to differentiate the sources of
energy as a result of stable personality characteris-
tics. Cohen (1972), in his study on sociology of
international tourism, reported that organized mass
tourists are less adventurous compared to individ-
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ual tourists, although Smith (1978) identified
seven tourist types, namely explorer, elite, off-
beat, unusual, incipient mass, mass, and charter.
Ceballos-Lascurain (1991a, 1991b) compared
mass tourist and ecotourist preferences and found
that although both groups are keen to go to the
natural areas, mass tourists have a more passive
role with nature, and participate in activities that
do not relate to the true concern over nature or
ecology, such as watersports, jogging, and biking,
although ecotourists tend to have a more active
role by undertaking activities such as nature pho-
tography, botanical studies, and observing wild-
life. Finally, a study undertaken in Australia by
Loker-Murphy and Pearce (1995) found that
92.3% of backpackers tend to prefer more active
holidays, compared to only 47.5% of other types
of visitors.
Although in the last years there is increasing
research evaluating tourist preferences, these stud-
ies deal mainly with environmental friendly activi-
ties. Among these studies, Niefer, da Silva, and
Armend (2002) examined the interest of visitors
to Superagul National Park, Brazil for practicing
various activities and found that environmental
friendly activities, such as observation of land-
scape and flora and fauna, were top rated. This
was not unexpected, considering the type of tour-
ists attracted by national parks.
Preferences are usually influenced by an indi-
vidual’s characteristics. Sociodemographics are
among the easiest identifiable. According to vari-
ous authors (e.g., Gayler, 1980; Hanson & Han-
son, 1981; Pas, 1984), the more affluent and
higher educated tourists tend to be more mobile,
and, as a result, to undertake more activities, al-
though the elderly and children tend to be the most
spatially concentrated (Debagge, 1991; Driver &
Tocher, 1979). Kelly (1978) found life stage as the
best predictor of outdoor recreation participation
compared to various other variables. Debbage’s
(1991) study of spatial behavior in Paradise Island,
Bahamas, found that the socioeconomic character-
istics of income, education, age, and occupation
did not seem as main discriminators of tourists’
preferences. On the other hand, a study by Ryan
and Huyton (2000) found that in the Northern Ter-
ritory, Australia, age affected preferences, with
younger age groups being more likely to have a
sense of adventure. Differences also exist in the
behavior across different nationalities. For exam-
ple, Reid and Reid (1997) examined activities un-
dertaken by tourists in Barbados and found signifi-
cant differences between Americans, Britons,
Canadians, Germans, and tourists from Trinidad.
Other factors that seem to play a fundamental
role in determining tourists’ preferences include
the type of travel arrangements, type of accommo-
dation, party size, and length of stay. It is well
documented by many authors (e.g., Britton, 1982;
Cohen, 1972; Husbands, 1986) that the indepen-
dent traveler, who makes his or her own travel
arrangements, tends to travel further afield, and as
a result to undertake more activities, compared to
the packaged tourist. Where the tourist stays also
plays a pivotal role in explaining vacation prefer-
ences. Tourists staying in large, self-contained ho-
tels are inclined to remain near the place of stay
and visit fewer sites, in part because of the easily
accessible facilities nearby (Debagge, 1991, p.
254). The size of the immediate travel group can
also condition preferences. As Debagge (1991) re-
ports, “the collective decision making associated
with large travel groups tends to complicate activi-
ties undertaken, while the smaller group markets
may be driven by their own unique spatial dynam-
ics” (p. 255). Likewise, length of stay can be con-
sidered a major discriminator of spatial behavior
and related activities, as found by Debbage (1991).
Tourism in Crete
Crete has remarkable natural, cultural, and his-
torical resources (Anagnostopoulou, Arapis, Bou-
chy, & Micha, 1996; Andriotis, 2001). Although it
has rich resources, the island today attracts, almost
entirely, package tourists looking for the 4Ss (An-
driotis, 2003a; Andriotis & Vaughan, 2003). For
instance, Papanikos (2005) found that in 2002 the
three main activities of visitors to Greece were
swimming/sunbathing (87.6% of the total), dining
outside the accommodation establishment (75.9%),
and shopping (66.1%), with fourth priority activity
the visitation of cultural sites (62.1%).
The majority of tourists visiting Crete prefer to
stay at their hotels for sunbathing or walk in the
vicinity of their hotels for dining, drinking, and
relaxing. Only a small number practice other type
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of cultural and environmental activities, such as
visiting museums and archaeological sites or the
natural assets of the island such as Samaria gorge
and the palm forest of Vai. As stated by Andriotis
(2003a), for Crete only adventurous tourists are
apt to wander in long distance from their hotel to
experience what it is considered authentic. Be-
cause of the physical hardship associated with the
enervating effects of the climate, the majority of
tourists enjoy walking only short distances from
their accommodation and prefer to stay in areas
where they will encounter desirable shops and at-
tractions (Andriotis, 2003a; Weaver, 1993).
In 2005, more than 2.5 million tourists visited
the island, more than 12 million overnights were
recorded, and the island had more than 200,000
beds (Hellenic National Tourism Organisation,
2006). Crete is considered a family resort, with
approximately 42% of total tourist arrivals repre-
senting families with children, 38% couples, and
20% singles (RITTS, 2003). It attracts mainly the
younger segments of the market, with 49% of
tourists belonging to the age group 18–35, 22%
between the ages of 36–45, and 21% over 45
years of age (RITTS, 2003). Papanikos (2005) es-
timates that the average length of stay in Crete is
12.7 days, and each tourist spends for the whole
tourist package 1,306.
The Cretan economy relies heavily on the tour-
ism industry for its prosperity, mainly because a
handful of other regional sectors, especially agri-
culture, commerce, transportation, construction,
and services, are strongly related to tourism (An-
driotis & Vaughan, 2004; Tzouvelekas & Mattas,
1995). For example, it has been estimated that ap-
proximately 40% of the local population are di-
rectly or indirectly involved in tourism activities
(Anagnostopoulou et al., 1996; Region of Crete,
1995). However, up to now tourism development
was directed to the increase of arrivals through the
increase of the numbers of beds, rather than the
attraction of better quality tourists and the provi-
sion of a better quality product (Andriotis, 2005,
2006).
The rapid increase in bed supply and the high
number of competing destinations in the Mediter-
ranean has increased tour operators’ use of the is-
land as a cheap mass destination. In effect, tour
operators play a crucial role for the island’s tour-
ism industry because they determine tourists’
choice through advertising and promotion and due
to the trend toward inclusive tour packages orga-
nized exclusively in origin countries (Andriotis,
2002a, 2002b). In addition, the island has a high
seasonality problem, stemming from the fact that
during the high summer period tourist facilities are
utilized to capacity, while during the low season
they are underutilized, and during the winter they
are almost unused (Andriotis, 2001, 2003b;
Vaughan, Andriotis, & Wilkes, 2000).
Methodology
Questionnaire Design
Given the scarcity of data on most aspects of
activities undertaken by tourists visiting Crete, the
current study was conducted. The questionnaire
was designed following a review of tourists’ activ-
ities while on vacation in Crete. The questionnaire
contained three main parts. The first part inquired
about visitors’ general trip arrangements, such as
the traveling party, length of stay, type of accom-
modation, and sources of information. The second
part contained questions about respondents’ na-
tionality and sociodemographic characteristics (gen-
der, marital status, age, education, income, and
employment status). The third part asked respon-
dents to indicate which activities they had under-
taken, wished to undertake but were not available,
or were available but they were not interested to
undertake while in Crete. Vacation activities have
been presented in five categories, as follows: envi-
ronmental related, cultural, sporting, water based,
and other (Table 3). Under each category, specific
activities were listed. In total, 17 activities were
included. In addition, the questionnaire offered the
opportunity for respondents to indicate additional
activities.
Sampling
The sample included tourists who visited Crete
during the summer of 2005. Respondents were ap-
proached and asked to complete the questionnaire,
while waiting at the lounges in one of the two In-
ternational airports, located in the vicinity of the
two largest cities of the island, Heraklion or
Chania. Self-completion questionnaires were uti-
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lized because are believed to provide the most reli-
able responses as respondents have the opportu-
nity to review the complete questionnaire and fill
in any questions not answered initially (Hurst, 1994).
A main criterion for qualifying potential respon-
dents was their age, which had to be at least 18.
Also, the minimum stay criterion of four nights
was implemented to ensure that the respondents
had sufficient opportunity to experience various
activities while on the island.
In total, 1,550 questionnaires were adminis-
tered. In detail, 405 vacationers responded at
Chania airport and 465 at Heraklio, a response rate
of 52.3% and 60%, respectively. In more detail,
568 questionnaires were completed during the
high season (15th of July up to 15th of August)
and 302 questionnaires during the low season
(20th of September up to 10th of October). The
overall response rate was 56.1%.
Data Analysis
A number of statistical procedures were carried
out for this article using the Statistical Package
for the Social Sciences (SPSS, version 12.0). First,
univariate statistics (frequency distributions, per-
centages, and means) were calculated where ap-
propriate. Second, to identify differences between
one of the 10 independent variables (age, gender,
marital status, education, income, employment sta-
tus, season, length of stay, party composition, and
type of accommodation) and each of the depen-
dent (activities), bivariate statistics were used. To
identify statistically significant relationships be-
tween two nominal variables, chi-square tests were
performed. Cramer’s V was calculated (and is
given in the text where appropriate) in order to
identify the strength of the relationship. The main
limitation faced in the use of chi-square is that in
order to use this test, no more than 20% of cells
should have expected frequencies of less than 5,
and none should contain expected frequencies of
less than 1. In instances where any of these hap-
pened, the chi-square was used for descriptive rea-
sons, although its validity is questioned. For all
Cramer’s V calculations, the level of probability
for rejecting the null hypothesis was based on a
statistical relationship at the 0.05 level of confi-
dence.
Analysis
General Profile of the Respondents
Table 1 presents the seven sociodemographic
characteristics of the sample used as independent
variables. The 870 respondents were divided be-
tween geographic origin as follows: West Europe-
ans 90.4% (among which 23.3% were British,
22.1% were Scandinavians, 18.1% were Germans,
and 4.8% were Italians), East Europeans 3.5%,
and non-Europeans 1.3%. Slightly more than half
of the respondents were female (52.2%) and 61%
married. 36.9% were 46 years old or over; they
had received a college degree (36.9%); the vast
majority (76%) were employed; and slightly more
than half (51.7%) had an income of less than
Table 1
Profile of Respondents
N %
Gender
Male 408 47.8
Female 446 52.2
Marital status
Married 519 61.0
Single 260 30.6
Separated/widowed/divorced 72 8.5
Age
18–30 years 239 28.4
31–45 years 292 34.7
46+ years 311 36.9
Geographical origin
British 198 23.3
Scandinavian 188 22.1
German 154 18.1
Italian 41 4.8
Other West Europeans 229 26.9
East Europeans 30 3.5
Non-Europeans 11 1.3
Education
Below high school 131 15.7
High school 246 29.4
College/degree 306 36.6
Postgraduate and beyond 154 18.4
Income
Less than 25.000 153 22.0
Between 25.000 and 50.000 207 29.7
Between 50.001 and 75.000 165 23.7
75.001 or more 171 24.6
Employment status
Employed 641 76.0
Retired 77 9.1
Student 70 8.3
Homemaker 43 5.1
Unemployed 12 1.4
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50,000. Attempts to test the representativeness of
the sample were unsuccessful, because of lack of
official data for specific market segments visiting
the island.
Trip Arrangements
Table 2 presents the trip arrangement character-
istics of respondents. The majority visited Crete
with their partner (42.2%) or with their family and
their children (38.4%), more than one third stayed
in a five- or four-star hotel (39.3%), for 4–7 days
(44.8%) or 14 days and more (39.9%). On aver-
age, each tourist stayed 10.7 days. Tourists se-
lected Crete on the recommendation of friends and
relations (42.9%), indicating that word of mouth
is the most effective information source for travel
decisions to Crete. In addition, previous visit was
second in priority source of information to tourists
(36.8%), followed by recommendation by travel
agents and tour operators (32.8%).
Overall Responses
Respondents were asked to indicate the activi-
ties they undertook during their holiday in Crete
Table 2
Trip Arrangements
N %
Accommodation type
Five- or four-star hotel 338 39.3
Three- or two-star hotel 237 27.6
Rented apartments 236 27.4
Other 49 5.7
Length of stay
4–7 days 372 44.8
8–13 days 127 15.3
14 days+ 331 39.9
Party composition
With a partner 389 42.2
With family with children 354 38.4
With friends 136 14.8
Alone 27 2.9
Other 15 1.6
Sources of information
Friends and relations 365 42.9
Previous visit 313 36.8
Travel agent/tour operator 279 32.8
Internet 219 25.7
Travel books/guides 191 22.4
Newspaper/TV 117 13.7
Total 1484 174.4
Responses do not add up to 100%, due to multiple answers.
out of a range of 17 proposed activities. They had
also the opportunity to indicate additional activi-
ties not listed in the questionnaire. Table 3 pre-
sents descriptive statistics of the respondents’ par-
ticipation in activities. The most popular activities
undertaken by tourists are rather informal, since
91.7% participated in activities characterizing the
mass type, such as swimming, sunbathing, eating,
and drinking. Also, activities such as visiting his-
torical and archaeological sites (64%), observation
of flora (53.9%) and fauna (47.7%), and guided
excursions/tours (47.5%) were popular among re-
spondents, although the least popular activity was
hunting (1.5%). On the other hand, some tourists
wished to visit local festivals and events (30.9%),
to participate in agricultural activities (16.9%), to
observe fauna (14.4%), to ride horses (13.8%),
and to surf (13.5%), but such activities were not
available at their destination. Finally, more than
82% of respondents were not interested in partici-
pating in activities such as hunting, fishing, gam-
bling, golf, bicycle riding, and surfing, although
such activities were available. In fact, most of the
active type of activities came in last positions in
terms of popularity.
Explanatory Variables of Tourist
Vacation Preferences
Driver and Tocher (1979) support that people
engage in recreational activities with the expecta-
tion of obtaining certain rewards. However, the re-
wards from a single activity are not the same for
all people. Therefore, tourists were asked for de-
tails on certain sociodemographic characteristics
that were considered to be probable determinants
of activity participation. Cramer’s V contingency
coefficients were calculated to identify significant
differences between the 10 independent variables
and the 18 activities. In the results of the Cramer’s
V, not many statistical differences were evident as
respondents displayed quite a high degree of simi-
larity in their choices. However, some groups pre-
sented some differences.
An increasing number of scholars are incorpo-
rating nationality as a key variable to explain pat-
terns in tourists’ preferences and behaviors (Pizam
& Sussman, 1995; Reisinger & Turner, 2002).
This was also evident in the current study where
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Table 3
Participation of Tourists to Activities
Wished to Available
Having Undertake But But Not
Undertaken Not Available Interested
(%) (%) (%)
Environmental Related
1. Observation of flora 53.9 10.1 36.0
2. Observation of fauna 47.7 14.4 37.9
3. Trekking 15.0 10.2 74.8
Cultural
4. Visiting historical and archaeological sites 64.0 5.9 30.1
5. Visiting local festivals and events 21.4 30.9 47.7
Sporting
6. Bicycle riding 6.6 11.3 82.0
7. Golf 4.3 11.7 84.0
8. Horse riding 3.5 13.8 82.7
Water based
9. Boat trips 37.2 10.2 52.6
10. Diving 16.5 11.6 71.9
11. Surfing 3.9 13.5 82.5
12. Fishing 3.1 10.5 86.4
13. Other water based sports 27.0 11.1 62.0
Other
14. Guided excursions/tours 47.5 6.2 46.3
15. Gambling 5.8 9.9 84.3
16. Participation in agricultural activities 6.4 16.9 76.6
17. Hunting 1.5 10.9 87.6
18. Other activity 91.7 7.3 1.0
the major determinant of tourists’ participation in
activities was nationality (Table 4). More than
70% of non-Europeans and Germans were inter-
ested in observation of flora (Cramer’s V = 0.181),
more than 84% of non-Europeans and East Euro-
peans visited historical and archaeological sites
(Cramer’s V = 0.187), 60% or more of non-Euro-
peans participated in other water-based activities
(Cramer’s V = 0.154), and 73.1% of East Europe-
ans participated in guided excursions/tours (Cram-
er’s V = 0.193). On the other hand, the British
have shown the lowest interest in participation of
activities such as gambling (Cramer’s V = 0.134),
agricultural activities (Cramer’s V = 0.129), and
observation of flora and fauna (Cramer’s V =
0.174). East and non-Europeans with more than
90% have shown the lowest interest in horse rid-
ing (Cramer’s V = 0.139), and Scandinavians have
shown the lowest interest for visiting local festi-
vals and events (Cramer’s V = 0.126) and under-
taking boat trips (Cramer’s V = 0.184). In brief,
analysis of activity by market share shows that
East Europeans and non-Europeans present many
commonalities, and Western Europeans, and mainly
British, have shown the lowest interest for partici-
pation in activities. On the other hand, Italians
have shown the highest interest to participate in
most type of activities, although many of the ac-
tivities demanded were not available at their desti-
nation.
Important associations also existed between
visitors of different age, and, as a result, age was
the second best discriminator related to tourist ac-
tivities. More specifically, older tourists, as might
be expected, were uninterested in most active ac-
tivities (Table 5). In particular, they showed the
higher lack of interest for activities, such as surf-
ing (Cramer’s V = 0.100), diving (Cramer’s V =
0.140), horse riding (Cramer’s V = 0.140), trek-
king (Cramer’s V = 0.096), and other water-based
activities (Cramer’s V = 0.125), although they
showed higher interest in nonactive activities such
as observation of flora (Cramer’s V = 0.099) and
fauna (Cramer’s V = 0.099). In addition, older re-
spondents have shown lower interest in gambling
(Cramer’s V = 0.091).
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Table 4
Preferences by Nationality
Wished to
Undertake Available
Having But Not But Not
Undertaken Available Interested
(%) (%) (%)
Environmental related
Observation of flora
British 40.4 7.2 52.4
German 70.3 6.5 23.2
Italian 37.1 20.0 42.9
Scandinavian 52.6 9.6 37.8
Other West European 56.0 13.2 30.8
East European 57.7 15.4 26.9
Non-European 75.0 12.5 12.5
Observation of fauna
British 35.2 9.9 54.9
German 61.5 13.3 25.2
Italian 39.4 27.3 33.3
Scandinavian 48.7 11.8 39.5
Other West European 49.5 17.0 33.5
East European 46.2 26.9 26.9
Non-European 42.9 14.3 42.9
Cultural
Visiting historical and
archaeological sites
British 52.3 4.0 43.8
German 70.4 3.5 26.1
Italian 70.6 14.7 14.7
Scandinavian 53.1 9.3 37.7
Other West European 72.5 5.0 22.5
East European 84.6 11.5 3.8
Non-European 87.5 — 12.5
Visiting local festivals and
events
British 21.6 33.3 45.1
German 17.7 37.7 44.6
Italian 14.3 51.4 43.3
Scandinavian 20.7 21.4 57.9
Other West European 23.9 27.2 48.9
East European 20.8 33.3 45.8
Non-European 33.3 44.4 45.8
Sporting
Horse riding
British 4.5 11.5 84.0
German 1.7 14.9 83.5
Italian 5.9 32.4 61.8
Scandinavian 4.7 7.4 87.8
Other West European 2.6 18.8 78.6
East European — 8.7 91.3
Non-European 11.1 11.1 91.3
Water based
Boat trips
British 33.3 4.7 62.0
German 30.3 18.2 51.5
Italian 45.7 11.4 42.9
Scandinavian 28.1 7.8 64.1
Other West European 51.4 10.3 38.4
East European 34.8 17.4 47.8
Non-European 44.4 — 55.6
Table 4
Continued
Wished to
Undertake Available
Having But Not But Not
Undertaken Available Interested
(%) (%) (%)
Other water-based
activities
British 30.2 5.8 64.0
German 21.1 9./8 69.1
Italian 28.1 21.9 50.0
Scandinavian 18.1 10.4 71.5
Other West European 31.6 15.5 52.9
East European 26.1 17.4 56.5
Non-European 60.0 — 40.0
Other
Guided excursions/tours
British 37.4 2.3 60.2
German 41.6 8.0 50.4
Italian 62.9 11.4 25.7
Scandinavian 38.9 7.6 53.5
Other West European 61.6 6.3 32.6
East European 73.1 7.7 19.2
Non-European 22.2 11.1 66.7
Gambling
British 1.4 7.9 90.6
German 3.6 14.4 82.0
Italian 6.9 13.8 79.3
Scandinavian 5.1 8.1 86.8
Other West European 11.5 10.3 78.2
East European 9.5 9.5 81.0
Non-European — — —
Participation in agricultural
activities
British 3.9 14.4 81.7
German 2.5 19.7 77.9
Italian 2.9 26.5 70.6
Scandinavian 11.9 11.2 76.9
Other West European 7.7 18.7 73.5
East European 4.2 25.0 70.8
Non-European — 25.0 75.0
Regardless of the sociodemographic character-
istics of tourists, the temporal constraint plays a
key role in dictating what an individual will, or
will not, do while visiting a destination. Tourism
is often affected by temporal effects, as many tour-
ists’ activities are seasonal (Gartner, 1986, p. 638).
This was evident in the current study, where re-
spondents reacted differently during the two time
periods. As a result, season of visit was the third
best discriminator as far as participation in activi-
ties is concerned. The cross-tabulations shown in
Table 6 indicate respondents from the high season
were more likely to undertake water-based activi-
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ties such as diving (Cramer’s V = 0.180) and other
(Cramer’s V = 0.135), compared to respondents
from the low season. This may be a result indicat-
ing that fewer opportunities exist for water-based
activities during the low season. On the other
hand, tourists visiting Crete in the low season pre-
ferred more to observe the flora (Cramer’s V =
0.123) and the fauna (Cramer’s V = 0.112). Also,
the percentage of tourists wishing to undertake ac-
tivities such as horse riding (Cramer’s V = 0.125),
golf (Cramer’s V = 0.100), and gambling (Cram-
er’s V = 0.103) during the high season was higher,
Table 5
Preferences by Age
Wished to
Undertake Available
Having But Not But Not
Undertaken Available Interested
(%) (%) (%)
Environmental related
Observation of flora
18–30 45.7 11.9 42.2
31–45 50.4 11.0 38.8
46+ 62.2 N\8.4 29.3
Observation of fauna
18–30 40.3 14.6 45.1
31–45 45.0 14.0 40.9
46+ 55.7 14.3 29.9
Trekking
18–30 14.3 16.3 69.4
31–45 16.2 7.9 75.9
46+ 13.9 7.4 78.7
Sporting
Horse riding
18–30 4.0 20.0 76.0
31–45 3.6 13.8 82.7
46+ 2.8 8.4 88.8
Water based
Diving
18–30 20.3 18.8 60.9
31–45 17.4 8.9 73.6
46+ 11.2 7.6 81.3
Surfing
18–30 4.7 19.5 75.8
31–45 3.6 13.1 83.3
46+ 3.7 7.9 88.3
Other water-based activities
18–30 31.5 16.3 52.2
31–45 28.8 10.4 60.8
46+ 20.1 7.4 72.5
Other
Gambling
18–30 7.4 13.8 78.7
31–45 4.9 11.2 84.0
46+ 5.0 5.5 89.5
Table 6
Preferences by Season
Wished to
Undertake Available
Having But Not But Not
Undertaken Available Interested
(%) (%) (%)
Environmental related
Observation of flora
High 49.5 11.2 39.4
Low 62.3 8.1 29.6
Observation of fauna
High 43.8 15.0 41.2
Low 55.4 13.2 31.4
Sporting
Horse riding
High 3.0 16.9 80.1
Low 4.4 8.0 87.6
Golf
High 4.6 13.9 81.5
Low 3.7 7.4 88.9
Water based
Diving
High 19.3 13.6 67.1
Low 10.9 7.9 81.2
Other water-based activities
High 30.0 12.7 57.3
Low 21.0 7.9 71.2
Other
Gambling
High 5.8 12.2 82.0
Low 5.7 5.7 88.6
although these types of activities were not avail-
able at their destination.
To summarize, many traditional explanations
of tourists’ participation in activities did not seem
as applicable in the case of Crete. In particular,
factors that were not significant included the so-
cioeconomic characteristics (gender, marital sta-
tus, education, employment status, income) and
the trip arrangement characteristics (accommoda-
tion type and length of stay). Also, it is notewor-
thy that differences among the most popular activ-
ities, such as swimming, sunbathing, eating, and
drinking, were not statistically significant, since
due to the mass type of tourists visiting the island
most visitors tended to practice such activities. On
the other hand, for more specific activities that had
participation rates of 64% or under, significant dif-
ferences across different sociodemographics oc-
curred more often.
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Implications and Conclusion
This article used as a sample 870 tourists visit-
ing the island of Crete in the summer of 2005 to
examine whether activities offered are able to sat-
isfy demand, or amendments are required in order
to provide a diversified tourism product. The re-
sults indicate that the vast majority of tourists vis-
iting Crete undertake mainly passive and informal
type of activities. Indeed, activities of the sport
type, such as bicycle riding, golf, horse riding, and
surfing, are far less often undertaken and although
various types of alternative types of activities are
available, tourists are not interested. This is in line
with past research (e.g., Anagnostopoulou et al.,
1996; Andriotis, 2003a; Briassoulis, 2003) sup-
porting that tourists in Crete are of the mass type.
The findings of this study with respect to the
activities of tourists visiting Crete revealed inter-
esting issues, as far as different market segments
are concerned. Although the Cramer’s V calcula-
tions did not reveal strong relationships between
the dependent and independent variables, it was
evident that the most significant characteristic af-
fecting tourists’ behavior within the sample was
nationality, as found also in other studies, such as
Komppula (2004), Kozak (2002), and Reid and
Reid (1997). Following this finding, it can be as-
sumed that the provision of specific activities can
attract tourists of different nationalities. For exam-
ple, since 51.4% of Italians and 44.4% of non-
Europeans wished to attend local festivals and
events, but this type of activity was not available,
provision of facilities for such types of activities
may increase these tourists’ overall satisfaction
and their frequency of visitation.
The second best discrimination was age. This
study confirms the findings of past research (e.g.,
Debbage, 1991; Driver & Tocher, 1979; Fleischer
& Pizam, 2002), reporting that age is a main dis-
criminator of tourists’ preferences. Because older
aged tourists tend to travel off-season (Andriotis,
2005; Fleischer & Pizam, 2002), the attraction of
the senior citizen market segment can be used as
a strategy to reduce the seasonality problem. In
doing so, there is a need to provide facilities
mostly required by the older market segments. For
example, since there were older tourists wishing
to observe the fauna, but such facilities were not
available, the establishment of national parks,
where tourists will have the opportunity to observe
the fauna, may increase off-season visitation.
A third in significance variable affecting tour-
ists’ preferences within the sample was season of
visit. This finding was not unexpected, since dif-
ferent seasons attract different types of visitors
and there are various regular and recurring tempo-
ral changes in natural phenomena at a particular
destination, which are usually associated with cli-
mate, and, as a result, influence demand for spe-
cific activities. To increase off-season visitation,
programs for the attraction of new markets are re-
quired, including conference/incentive tourism
and specialized types of tourism such as nautical,
sport, cultural, agrotourism, ecotourism, mountain,
and trekking tourism.
Apart from seasonality, two major problems
faced by the Cretan tourism industry are low
spending power and quality of incoming tourists
(Andriotis, 2000, 2003b). To overcome these
problems, future policy-making should capitalize
on the available natural, historical, and cultural re-
sources upon which the destination has tradition-
ally been reliant. Provision of additional activities
can contribute to this target. For example, a study
undertaken by Papanikos (2005) found that if ev-
ery tourist visiting Greece participates in one more
activity, the average tourist spending will in-
crease 50. This, in conjunction with the finding
that respondents complained for not having the
opportunity to participate in activities such as lo-
cal festivals and events, because such options were
not available, proves that destination managers
should seriously consider the incorporation of ad-
ditional activities that are usually considered in-
compatible with package holidays; they could pro-
vide new, and, to an extent, innovative products
for individual market segments, such as city
walks, agricultural activities, mountaineering, etc.
In addition, policy actions should be designed to
enhance tourists’ awareness about activities and
redirect attention away from the conventional
mass tourism, toward the particular requirements
of contemporary tourists by putting the demand at
the focal point of any future tourism strategy. In
other words, a more consumer-oriented approach
should be followed as far as offered activities are
concerned.
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From this study it was evident that respondents’
preferences were different in two time periods.
However, the research design utilized in this study
was misspecified due to time and monetary con-
straints. Giving an annual time frame, with a 3-
month split between sampling periods, might af-
fect research results and consequent1y promotion
and marketing efforts. Therefore, the subject of
temporal fluctuations in activities participation
should be relevant to further research.
When policy-makers and entrepreneurs are not
aware of the activities required by tourists, they
may not be able to determine what specific activi-
ties may bring the desired benefits to tourists, and,
hence, they would not be able to design additional
activities or improve existing activities. Although
this research was subject to several limitations,
mainly limited time, low budget, and refusal of
a significant number of potential respondents to
participate in the survey, it was possible to iden-
tify tourists’ demand for activities. However, tour-
ists’ preferences did not always match the product
offered in Crete. The brand of Crete is not always
contemporary and relevant to today’s visitor ex-
pectations. Therefore, there is a need for Crete to
develop a strong identity that will encapsulate the
island’s unique attributes, which could be mar-
keted to those segments representing the best po-
tential for increased return on investment. A repo-
sitioning of the island’s brand identity could
pervade all forms of communication and stimulate
the core of visitors’ behavior and decision-making
process to position the island of Crete competi-
tively in the global marketplace. However, this
study has not made clear whether other activities
such as shopping, city walks, mountaineering, etc.
will be welcomed by incoming tourists. It may be
useful to extend this research further by incorpo-
rating activities, other than the ones examined in
this study, and investigating whether incoming
tourists are prepared to consume such products.
A main shortcoming of this study was, also,
that there was no question about the willingness
of tourists to pay for the provision of additional
activities. As a result, it was not possible to pro-
vide information regarding the financial viability
of tourists’ interests, or even at least the strength
of these expressed interests. Future policy implica-
tions will need to come from tourists’ willingness
to pay for activities, rather than a mere expression
of interest. Therefore, future research should ex-
amine how prepared tourists are to finance these
provisions in the first place. In doing so, it will
become ultimately feasible to determine the suc-
cess of tourism policies and initiatives, and thus
their viability, as far as provision of activities is
concerned.
This article is a destination specific study.
Since hardly any studies of mass tourists’ activi-
ties have been undertaken, it was not possible to
compare the findings to other pieces of research
in order to provide implications and draw lessons
for other destinations with similar characteristics.
In addition, limited past research has not made it
clear whether participation of tourists in activities
while in Crete differ from other mass tourist desti-
nations. It may be useful to extend this research
further by conducting surveys on other mass desti-
nations, in an attempt to identify whether differ-
ences and similarities exist between destinations,
before any definite statements can be made about
tourists’ preferences. In addition, this article did
not provide evidence to justify if tourists’ prefer-
ences are linked to their motivations. These issues
need to be investigated further.
To conclude, the major aim of this article was
to identify whether tourists’ preferences are able
to satisfy demand for the island of Crete, or
amendments are required in order to provide a di-
versified tourism product. Ultimately, this state-
ment is difficult to digest, mainly because of the
difficulty to identify the types of tourists visiting
the island. In particular, this article referred to the
mass tourism demand, for the reason that, as many
studies report (Anagnostopoulou et al., 1996; An-
driotis, 2003a; Briassoulis, 2003), the island of
Crete is considered as a mass tourism destination
due to the trend toward inclusive tour packages
organized exclusively by foreign tour operators
(Andriotis, 2002a; 2002b). However, one should
not forget that various niche markets exist within
this ensemble, such as backpackers or ecotourists
who might prefer more specific activities that have
not been examined in this study and usually do
not clearly transpire in general surveys. Implicitly,
it is quite difficult to study different niche markets
and to distinguish the types of tourists on the is-
land. For example, it is not easy to characterize a
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particular tourist as alternative, simply because he/
she has visited the Samaria Gorge, or one or more
cultural attractions in the island. This is something
that this study did not address, and admittedly it
is not an easy task. Thus, the results of this study
are seriously hindered by this shortcoming, and fu-
ture tourism research should investigate the types
of tourists visiting the island and the demand for
activities of segments other than the mass type.
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